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Abstract 
    With the development of global economy, baby diapers are really in dire need because 
people living standard has been improved. But the entry barrier of baby diaper industry is low, 
new entrants come one after another, causing competition remains high in the global. Facing 
complex global market, how to make use of limited resources to focus on a target market 
becomes important for baby diaper exporters. West Africa imported Baby diaper worth more 
than 200 million from China in Jan to Nov, 2015, cited from China Customs. BR company 
has been committed to market exploitation of the Americas, Europe, Oceania and other 
markets, while West Africa accounted for a small market share. Based on that, it’s necessary 
to do a research on it to raise West Africa trading value. 
First of all, this thesis points out its existing problems by studying current marketing 
situation of BR company in West Africa. Then it uses Michael Porter’s Diamond Model 
Theory to analyze West Africa marketing environment. Furthermore, STP Theory was 
adopted to fully analyze West Africa marketing strategy combined with local character. It 
includes market segmentation (S), target market selection (T), market positioning (P). Finally, 
4 PS Theory was applied to work out market strategy of West Africa, mainly including 
products and services strategy, pricing strategy, place strategy and promotion strategy, then 
proposed the marketing implementation strategy plan.  
This thesis provides a good market strategy rooted on the study about baby diaper in  
West Africa, combines with company resource endowment, and hope it can offer certain 
reference value for the exploitation of other market.In recent years, with optimistic mind about 
the development prospects of baby diapers market, coupled with the low entry barriers of the 
industry, the old diaper enterprises fall over each other to expand production capacity, and the 
new enterprises are flooding in the field. Baby diaper industry is at the adjustment stage of 
overcapacity, and the market competition is fierce, while the enterprise profit margin is limited. 
For domestic diaper suppliers, if they want to take a piece of the cake from the fierce market, 
they must seek opportunities from foreign markets. Nowadays, the sales of the China exported 
baby diaper to the West Africa is creeping up, while BR company only account for slight 
market share. So expand and dig deeply the potential of the West Africa market becomes 
particularly important to BR company under the background of intensifying competition in 
domestic market. This paper takes the BR company as the research object, and use the 
international marketing strategy theory, based on the West Africa baby diapers market, and 
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research on BR company present marketing situation and strategy in West Africa market, then 
points out the existing problems, and puts forward some corresponding suggestions. The result 
shows that the west is a worth developing market for baby diaper manufacturers, and if they 
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